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Executive Summary 
ASOS Plc. is recognised to be Britain’s leading fashion and beauty online brand that allows the consumers to attribute the products from the website and mobile application. A PESTEL analysis has been done to identify the existing macro-environmental factors that are likely to affect the functioning of ASOS. Additionally, SWOT analysis has been done for ASOS plc to identify their weaknesses and strengths and the threats that they are likely to encounter. Porters five forces and STP has been done to identify its position in the industry and the way the organisation places itself in the minds of the people. The marketing mix helps to assess the Product, Price, Place and Promotion of the company in modulating growth and productivity. 
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[bookmark: _Toc92727711]Introduction
The implementation of marketing allows a company to excel in promoting the selling of the products and services offered with an aim to increase the productivity and profitability of the same in several spheres (Hanson and Kalyanam, 2020). It can be attributed to the transfer, exchange and movement of the goods of a company with the successful creation of product awareness among the consumers. Marketing results in the enhancement of brand creditability and trust among the customers thus boosting the overall growth. ASOS plc. is recognised as a British online fashion and cosmetic retailer brand that was founded by Nick Robertson, Andrew Regan and Querntin Griffiths in the year 2000. The company is headquartered in London, England and has over 2000 employees (asos, 2019). In this report, a detailed analysis will be performed on the several marketing strategies, functions and processes of the company. It will be followed by the determination of segmentation, target positioning and marketing mix strategies portrayed by ASOS Plc. 
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PESTEL analysis
PESTEL is an analysis tool used by organisations to evaluate the macro-environmental factors existing in a country that is likely to affect the functioning of the organisation (Panet al., 2019). The wider external factors that are likely to affect the functioning of ASOS in the United Kingdom will be identified using the PESTEL framework.
Political 
The United Kingdom is a politically stable country with a stability index of 0.47 points (the global economy, 2022). It implies that ASOS plc can peacefully carry out its business operations without any form of political interruption or interference. The corporate tax rate in the UK has remained unchanged at 19% since the year 2017. Before 2017 the tax rate was higher at 20% this implies that ASOS will have to currently pay a tax rate lower than that they paid earlier (trading economics, 2022). This can be profitable for the organisation, as they will have to pay a lower sum of money in the form of corporate tax. 
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Figure 1: Corporate Tax rate in the UK
(Source: trading economics, 2022)


Economic
There has been a fall in the rate of Gross Domestic Product because of the emergence of the covid 19. Although there was a rise in the GDP by 1.2% in the month of December 2020 however it remained almost 6.3% when compared to the levels of February 2020 (Ons, 2021).  Retail sales fell by 1.9% in the year 2020 because of the covid 19 pandemic when compared to that of 2019, which was a huge fall (Ons, 2021). This implies that the economy has been shrinking due to the impact of the pandemic and it can negatively impact the functioning of ASOS plc as consumers spending will be less. Additionally, the inflation rate in the UK is also on the rise and the current inflation rate is 5.1% which is quite high (trading economics, 2022). It can again have a negative impact on the functioning of the company as increasing inflation means a fall in the purchasing ability of the consumers. People will therefore consume fewer products from ASOS plc due to increasing inflation. 
Social 
According to the Covid 19 consumption tracker of purchasing clothing items, it has been stated by several consumers that there has been a reduction for purchases that they make online to purchase clothing items. Another 20 % stated that they had stopped online clothing purchases since the emergence of Covid 19 through online sources (Statista, 2021). This implicated that people residing in the UK are currently making less expenditure on online clothing and cosmetic items. Therefore it is likely to negatively affect the functioning of ASOS plc and reduce their sales and thereby the revenue generated by the organisation. The literacy rate in the UK is 99% implicating that the majority of the population is capable of reading and writing (una, 2016). It implies that ASOS plc will be able to employ a large number of educated employees under them while they operate in the UK. 
Technological 
Because of the emergence of the Covid 19 pandemic, people’s access to the internet has increased or can be stated to have doubled in the United Kingdom. In the year 2020, the consumers consumed data of nearly 50000 petabytes in comparison to 2019 when consumption was 22000 (Bbc, 2020). This implies that technologically the country has developed and ASOS can therefore reach a large number of customers available that access the internet through their digital marketing strategies. Moreover, the tech nation report suggests that the United Kingdom stands third in context to their investment in tech companies. Therefore, ASOS plc can have access to advanced technology that is available in the country and thereby flourish their business in the country. 
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Figure 2: Investment in tech companies by countries
(Source: Technation, 2021)
Environmental
The water bodies in the United Kingdom are extremely polluted and people in the UK  and only 14% of the rivers in the country meet the status of being good (Barkham,  2021). The water bodies are polluted from the wastes of agriculture as well as chemical wastes from the industries. ASOS plc should be careful so that they do not increase the amount of water pollution because of their business operations. However, there has been a positive impact of covid 19 on the environment in the UK and the level of air pollution in the cities of the country has fallen. Therefore, ASOS plc must be alert that their business activities to do increase the air pollution level in the country, which has been improving. 
Legal
The United Kingdom has several employment laws that should be abided by both employers and employees. National Minimum Wage Act is one of the important laws that employers must follow and according to the act every employee must be given a minimum wage so that they can run their families. Another Act is the Equality Act of 2010, which prevents workers from being discriminated against on any grounds in their workplace (Cole, 2020). No employees can be distinguished or discriminated against on the grounds of disability, gender, ethnicity and similar others. ASOS plc therefore should not discriminate against any employees in the organisation and must ensure that they pay a minimum wage to all workers so that they can efficiently run their families.  


SWOT  Analysis
SWOT analysis is a tool that helps an organisation to identify the strengths it possesses and its limitations. It helps to identify the threats that can negatively affect the company and enable to recognise the opportunities available to them (Longhurstet al., 2020). SWOT analysis is being done for ASOS plc below to identify its positive and negative aspects. 
	Strengths
	Weaknesses

	ASOS is one of the most popular clothing retailers in the UK and has collaborated with other popular brands like Crayola, GLAAD, The Simpsons and several others (Asos, 2022)
An important strength about the organisation is that its revenue has increased amidst covid 19. in the year 2020 the revenue generated by them was 3263.5 million GBP (Statista, 2021).
Asos is known to ship its products to almost 200 countries across the world (Asos, 2022). Standard shipping is offered to the customers residing in these countries. 
The product quality sold by that of ASOS is one of the best in the UK.  Additionally, they have acquired the company Topshop that was unable to keep up with the change in customer habits especially their shift to purchasing products online (Pham, 2021). 
	ASOS has been criticised for making huge profits but not caring about the employees of the organisation. The organisation is accused to have been treating its workers in an appalling manner. Additionally, the working environment provided to the workers is extremely poor (Hammett, 2019).
It has been stated to be a company that is not sustainable and is environmentally unfriendly. 
One of the polo shirts that the organisation promoted on social media, which displayed a man wearing it, was criticised for having homophobic comments (Hammett, 2019). 
ASOS sales growth has been found to become slower as an impact of uncertainty related to covid 19 (Davey, 2021)

	Opportunities
	Threats

	Expansion can be a good opportunity for the company. As they already exist or ships products to 200 counties, they can expand their business or shipment activities to other countries in order to be more prosperous.  
Technological advancement can also be an opportunity for the organisation as technology keeps advancing. If the company can incorporate advanced technology in manufacturing its products and marketing them it can be successful. 
	Covid 19 is an important threat to the organisation and it has the probability of decreasing the sales of the company and its revenue. If the covid 19 keeps affecting the country, it can negatively impact ASOS in long run. 
Brexit is another threat, which has the probability of deriving the company of its potential customers residing in the European Union.
The changing customer preferences are one of the threats to the organisation as it necessitates updating the products of the company accordingly. 



Table 1: SWOT analysis
(Created by the learner)


Porters Five Forces
Porter's Five forces is a framework that businesses use to identify the forces that various aspects exert on the company and are likely to impact its business operations. This helps in identifying the attractiveness of the industry and the potential for profit (Irfanet al., 2019). Porter’s Five Forces is being done to identify the forces that affect the e-clothing industry and the opportunity for ASOS to flourish in the UK amidst the Coronavirus pandemic. 
Competitive Rivalry [High]: Competitive Rivalry refers to the number of competitors that the organisation has as are likely to face intense competition.  Some of the competitors of the company are the Hut Group, Boohoo, All Saints, New Look and several others (Craft, 2022). Thus, it can be stated that ASOS is likely to encounter competition from these organisations while operating in this country. The competitive rivalry is therefore quite high and ASOS has to formulate adequate strategies so that they can effectively deal with these organisations and maintain a competitive rivalry over them. 
The threat of New Entry [Moderate]: The UK's clothing retailing market has several challenges that organisations must overcome in order to be prosperous. Although starting a business online after the access to the internet in times pandemic has become easier. These businesses will require huge investment to compete with clothing retailers that are already established like that of ASOS and several others. Additionally, entering the industry would mean facing competition from not only the online fashion retailers but also the supermarkets and departmental stores (IbisWorld, 2021). Therefore it can be stated that entering the new market can be moderately challenging for new organisations and become successful in the sector. 
Power of Suppliers [Moderate]: ASOS has a number of suppliers spread globally and the majority of its manufacturing stores are in China followed by India and Turkey. ASOS has several factories that manufacture in the UK and supply the products. However, when compared to organisations like C&A and Primark they have fewer factories that manufacture as of the year 2020 (Statista, 2021). Thus, it can be stated that the company can switch from one supplier to another in absence of one of them keeping them in a moderately powerful position with respect to its suppliers. The power of suppliers in ASOS can be stated to be moderate as although there are a large number of suppliers but comparatively less than that of other popular organisations. 
Power of Consumers [High]: The power of consumers is high in the case of the ASOS as currently there are several organisations in the United Kingdom offering good quality products at similar prices. Thus, the consumers have greater power and can easily shift from one organisation to the other in case of unavailability of adequate offers from ASOS plc. Therefore, the organisation should provide customers with amazing offers that they cannot avail from other clothing retailers to retain. Additionally, the emergence of the pandemic has made the customers more concerned about issues like sustainability and environmental impact that the organisations have. Customers prefer products that last longer and have a minimal negative impact on the environment (Statista, 2021). Therefore, customers are powerful and can shift to choose products from companies that show greater concern about the environment and are sustainable.  
The threat of Substitution [Moderate]: The threat of the products of the company being substituted by products from other organisations is moderate. Consumers can prefer clothing products from boutiques and fashion retailers that sell at a lower price. Therefore, ASOS products can be substituted by, products from local boutiques or other organisations that offer good quality products at a lower cost. People in the UK, however, have a tendency of making purchases from companies that sell luxury clothing items and the majority of them prefer to buy from the store than purchasing online (Statista, 2021). Thus, there are high chances of people purchasing products from luxury brands and offline thus substituting products from online retailers of clothes like ASOS. 
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The implementation of a marketing mix allows a company to focus on several aspects of the comprehensive marketing plan that can account for an increment of productivity and profitability of the same (Thabit and Raewf, 2018). It can be attributed to the presence of 4Ps namely the Product, Price, Placement and Promotion of a company that accounts for its overall functioning and performance (Kotler and Armstrong, 2015). ASOS plc. is a British cosmetic and fashion brand that possess several attributes that are accountable for its overall profitability and productivity. The marketing mix of the company is stated below. 
Product
ASOS plc. is a leading online retailer based in the fashion and cosmetic industry in the United Kingdom. The company is indulged in the sale of garments, clothing accessories, shoes and beauty essentials to the customer market. It provides service via its online platform and mobile application to the consumers (asos, 2022). The products sold by the company are typically catered for both men and women. ASOS has established a wide range of products for the kids' section in the industry. Several high-end brands like Nike, Adidas, Reclaimed Vintage, Weekday and others form the wide range of products offered by the company (asos, 2022). It fosters the growth of sustainable and unique fashion among the men and women of the nation. The company aims at making diversified products of different variety of consumers in the fashion and beauty industry. ASOS caters for the availability of 800+ brands via their website and assures customer engagement and satisfaction. 
Price
Pricing strategies portray immense value in the establishment of a brand and ensure the productivity of the same via attributing product and brand image in the consumer market. ASOS Plc. has reportedly attributed the involvement of affordable and competitive pricing strategies to survive in the combative fashion and beauty industry. The brand displays a variety of products in several price spectrums for the consumers. Good quality products with cheaper price ranges account for the base of the company. ASOS inculcates several mid and end season sales where products are offered at a discounted range. Mostly the company provides service to the customers without any delivery charges. The financial revenue of the company can be summarised to be 34.26 billion British Pounds as that of 2020 (Statista, 2021). Its growth can be associated parallel to the expansion of its overall shipper base. The company persists in providing a pure-play strategy where it provides consumers with high-quality products in the online retail environment. 
Place
The effectiveness of the place and distribution strategy of a company can be attributed to the implementation of efficient channels that provide the supply of products and services of the brand to the customers. ASOS Plc. Was initially established to provide services via the internet-based platform namely the brand official website. It provides a link to all the apparel, footwear and beauty products catered by the brand for its diverse customer market. ASOS Plc. provides service to several countries on the global sphere and customers enjoy the several services attributed by the brand to ensure customer satisfaction and engagement (asos, 2022). Recently, the company registered the use of a Smartphone-based mobile application that allows customers to actively engage and order their desired products which have brought about a reformation in COVID times. The products are delivered by the brand to the registered addresses of the customers after the payment criterion is completed. Warehouses form an essential part of the company’s distribution strategy as the brand stores its diverse products in them.
Promotion 
The main source of promotion of the brand is portrayed by the main website and mobile application. Constant emails and sale reminders are sent to the registered email ids of the customers to ensure engagement and attraction. Social networking sites like Facebook, Twitter and Instagram help the brand to grow an active community and endorse the same to the consumer market (Instagram, 2022). Social media campaigns and influencers form an important part of the marketing strategy displayed by the brand. ASOS engages with its target market via creating online advertisements and video content to promote the efficiency and affectability of the diverse service of the brand. The proper implementation of promotional strategy allows the brand to generate a larger customer market and boost consumer engagement. 
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STP or segmenting, targeting and positioning is another tool to understand the position of the organisation and its products in the mind of the people it enables in identifying which population group is targeted by the organisation (Camilleri, 2018). 
Segmenting: This involves dividing the customers into groups based on features or common characteristics that they possess. Segmentation can be done based on 
Demography- It involves dividing customers based on personal attributes like gender, age, marital status and similar others.
Geography- This deals with dividing customers based on their geographical locations like country, locality, region, city or state. 
Psychographic- This deals with segmenting customers based on their lifestyles, personalities or value. 
Behavioural- It involves classifying customers based on the way they use products, whether they are loyal or benefits they are looking for as a result of purchasing the products.
ASOS can be stated to segment the market based on demography and psychographic where the lifestyle of the people has been considered. Additionally, they have segmented the market based on geographic approach as they make shipments to nearly 200 countries across the world(Asos, 2022). 
Targeting: Targeting involves selecting those customers from the market segment that are likely to increase the profit of the organisation. It involves selecting potential customers that can make the business prosperous. ASOS targets the age range of 18-40 as the potential customers of the organisation. According to Ons (2019), 99% of internet users belong to the age range of 16 to 44. It has been found in a survey that age ranges from 16-24 in the UK are active on various applications and social media sites. This age range is followed by the age group of 25-34 and there is less amount of internet usage by the older adults (Statista, 2021). Therefore ASOS targets this age range as they sell products online they try to capture the market by targeting this age range that is active online. This enables the company to reach online customers through their digital and social media channels of communication and increase their sales and thereby profitability levels.
Positioning: Positioning on the other hand deals with placing the products of a company in the minds of the people with respect to its competitors. It is the unique selling position or proposal of the firm's products that make it popular or demanding among the consumers. ASOS is known to offer quality clothing products at a price quite low when compared to that of other organisations. On the other hand, New Look, which is one of the competitors of the organisation, also sells products at a moderately low price. All Saints however sales a moderately good product quality at a higher price than ASOS or New Look. Thus, it can be stated to be popular among the customers and to position itself in the minds of people ASOS offers its products at a lower rate than other companies do. 
Low Price 
High Quality 
Low Quality
High Price
ASOS 
New Look 
AllSaints

Figure 3: Positioning map for the ASOS
(Source: Created by the learner)
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Conclusion
The above report successfully analysed the implementation of marketing strategies and operations that can boost the productivity and profitability of a company in multiple spheres. ASOS Plc. can be identified as a global online supplier of fashion and beauty products that aim in providing sustainable products to the diversified customer market. The report noted the proper processing and stages of marketing in the company. It also catered for the role of external conditions that modulate the growth of the same. Implementation of PESTEL and SWOT analysis helped to denote the various conditions that influence the company’s overall functioning and productivity. Porter’s Five Forces helped to deduce the risk factors attributed by the company on a global sphere. The marketing mix and STP of the company denoted the several spheres that contribute to the branding and endorsing of the same at the consumer level. 
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